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A B S T R A C T   

The signs and symbolic meanings of public space in Nigeria as perceived by the users relied on the existence of 
strong relationships between the people and their environment. This study centers on the users’ articulations, 
opinions, and views to public space such as traditional marketplace for the flourishing and sustainable devel-
opment of indigenous people in South-West, Nigeria. This study adopts quantitative and subjective ways to elicit 
the views and opinions’ appraisals of the marketplace users and the term marketplace as a thirdplace. The 
findings reveal marketplace as a place of cultural inheritance, social arena for users, aesthetically oriented zone 
and a thirdplace, forming an integral component for the future rural neighbourhood planning and development 
in Nigeria.   

1. Introduction 

A significant connection between individuals and the built environ-
ment is set up through human activity, visual or tactile inclusion, and 
the physical connection of qualities (Francis, 1989; Gehl, 2001; 
Montgometry, 2005; Rapoport (1990). The significance of public space 
over time has been consolidated through its use, affordable participa-
tions, and the meanings ascribed (Abu-Ghazzeh, 1996; Bonilla, 2013; 
Chitrakar, 2016). This assertion was reinstated by Goodarzi et al. 
(2019); Li et al. (2018), and Cilliers et al. (2015); that public spaces’ 
locations either in rural or urban areas have ascribed meaning that 
emanated from peoples’ use and participation. Public spaces often 
referred to as places that allow celebration of cultural diversity, and 
places where memories are conserved (Bonilla, 2013; Hayriye & Bulent, 
2007; Rapoport, 1990; Thompson, 2002). 

Meanwhile, the opinions of Cattell et al. (2008) and Chitrakar 
(2016), revealed that public spaces are not only a physical setting, rather 
it connotes associated meanings ascribed overtime. In the same 
connection, public space happens to be a reflection of users’ rural 
communal lifestyles, activities, and quality of the lives (Agboola et al., 
2021; Arefi & Meyers, 2003; Gallacher, 2005). The concerns of public 
space users are far beyond its physical attributes; and this emanated 
from the socioeconomic point of view cum emotional attributes of the 
teeming users. 

Meanwhile, the physical quality aspect of the public space and the 
surrounding features enhances the users’ unalloyed relationships. In the 
same vein, the social aspect of public space associates with the manner 
of use and activities manifesting in the arena. The psychological 

dimension of users relates to the public space’s meanings, showcasing 
peoples’ expression in terms of meanings ascribed. Hence, public space 
connotations were as a result of the diverse dimensions of both the social 
and physical attributes (Peters et al., 2010; Garcia-Ramon et al., 2004; 
Gaffikin et al.,. 2010; Adejumo et al., 2012). 

In the same vein, the diverse ethnic nature of Nigeria directly or 
indirectly contributes the significance of studying neighbourhood 
environment which remains sacrosanct in people-place study. The users 
are the major players in the people and place studies. Ever since, 
numerous studies have not recognized the functional major role plays by 
the users. In Nigeria, few researchers have studied the significance, 
meanings and relationships between the people and environment in 
marketplace context. 

In a related development, numerous studies on people and place 
relationships in Nigerian settings have failed to highlight the role of 
perceptual qualities played by market space users (Alubo, 2011; 
Madanipour, 2010; Rondinelli, 1987; Adejumo et al. (2012). Similarly, 
there is a strong need to investigate the interrelationships between 
market space and users’ perceptual experiences in order to chronicle 
community lifestyles and quality of life (Yeoh (2005); Olayiwola, 1985; 
Gallacher, 2005; Yeoh (2005). Arefi & Meyers, 2003; Alubo, 2011; Li 
et al., 2018). 

Thus, this research therefore explores a variety of user’s ascribed 
meanings to the marketplace delving into the third-place concept. In 
connection to this, the target of the article is to investigate the different 
implications credited the marketplace among the major ethnics such as 
Hausas, Igbos, and Yorubas in South-west, region of Nigeria. The sig-
nificance of the study is to enhance future rural development, 
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sustainable communities and residents’ Quality of Life (Agboola et al., 
2016a, Alubo, 2011, Kyle, Graefe, et al., 2004, and Brown and Raymond 
(2007). Also, this aims at consolidating the Sustainable Development 
Goals (SDG) Goal #11 in which making cities and human settlements 
safe, resilient and sustainable (Vecchio Riccardo, 2009; Adinyira et al., 
2017). 

This study’s research questions are to answer the followings:  

(i) If the users’ impression of the marketplace would contrast, 
among the three ethnic groups? The Hypothesis is to test if the 
markets’ users’ implications contrast, among the three ethnic 
groups in the study regions; Null Hypothesis (H1o): ascribed 
connotations of the marketplace would not vary among Yoruba, 
Hausa, and Igbo’s ethnic’s strata;  

(ii) If marketplace meanings will be related to sociodemographic and 
visit characteristics;  

(iii) If any relationship exists between residents’ frequency of visiting 
marketplace and meanings ascribed as a third place; 

Consequently, the subjective and quantitative methodologies adop-
ted are to seek the opinions and users” views in order to clarify impli-
cations, and the marketplace benefits. The significance of the study 
targets the re-establishment of the marketplace importance and neigh-
bourhood sustainability. In addition, the major target of the study aimed 
at the peoples’ groups’ comprehension of the public space, striving to 
build a conceptual framework that document rural planning with cul-
ture. Moreover, the individuals’ impression of the marketplace will 
perform the residents’ social interrelationship and fulfillment. 

2. Review of literatures 

2.1. The context of roles and dimensions of public space and the 
indigenous marketplace 

The significance and meanings of public space depend on the length 
of commitment since place connection relies upon the length of affilia-
tion and the recurrence of commitment. The users are individuals who 
often time attached to place. This shows the degree of familiarity and 
depending on the place socially or economically, subsequently mirror-
ing its degree of reliance (Davidson & Cotter, 1991; Dempsey, 2009; 
Rapoport, 1990). Meanwhile, recognizing interactions between place 
connection and differentiation vested on agreement from stratified users 
as indicated by their roles and socio-cultural backgrounds. In other 
words, the roles and dimensions play by public space could not be 
overemphasized. Scholars have succinctly explored the diverse roles and 
meanings of public space in recent times, most importantly; different 
meanings as ascribed by diverse ethnic groups (Lewicka, 2005; More-
house, 2008; Bonilla, 2013; Agboola et., al. 2018). 

Hosts of studies explored the measurement of the place’s studies and 
attachment, and present unifications that improves mental balance and 
love (Adejumo et al., 2012; Agboola & Rasidi, 2018b; Agboola et al., 
2017a; Agboola & Oluyinka, 2019). Past studies adjudged that the roles 
and dimensions of public space determine meaning ascribed by the 
diverse people (Lewicka, 2005; Yeoh, 2005; Morehouse, 2008; Agboola 
et., al. 2018a). Equally, interpersonal relationship with a locale is 
documented, namely: first instance is subjective; second one focuses on 
residents’ emotional feelings; and the third, is inclined to different types 
of conduct that brought about the assessment of the peoples’ groups’ 
observation. These also vested on interrelationships and socio-cultural 
experiences (Adalemo, 1979; Devi, 2007; Yeoh, 2005; Adejumo et al. 
(2012); while peoples’ interrelationships evolve strong public spaces 
sustainability (Bonilla, 2013; Polese & Stren, 2000; Rapoport, 1990). 

In a wider context, Agboola, Rasidi, and Said (2014); Agboola, 
Rasidi, and Said (2016b); Adejumo et al. (2012) and Bonilla (2013); 
identified public space as a fraction of neighborhoods’ social, economic, 
and political arenas. Similarly, individuals feel more comfortable in the 

marketplace that permits social connections. The social interrelation-
ship occurred in the usage of market place depended on its arrangement 
of the basic enhancements fit for improving ethnics’ cooperation. 

Socio-cultural activities in the marketplace include: (i) religious ac-
tivities; (ii) cult-related activities, particularly when an incumbent king 
died; and (iii) acts associated with appeasing divinity’s fury. The cul-
tural part of the activities are linked to the display of people’s person-
alities in order to foster social interaction (Yeoh, 2005; Zakariya, 
Kamarudin, & Harun, 2016; Kazmierczak, 2013; Adejumo et al. (2012). 
Similarly, public spaces tremendously provided a wide spectrum of 
peoples’ activities. According to Bonilla (2013), public spaces are urban 
generators, parts, and correspondence channels that express morpho-
logical, natural, and fashionable aspects. This is attributed to a person’s 
level of thinking in terms of natural circumstances, social attributes, 
social qualities, style and opinions (Bonilla, 2013; Devi, 2007; Mada-
nipour, 2010). Observing place was also elicited by thoughts and feel-
ings expressed to put through personal experiences, values, and the 
relevance of a location. 

In other dimensions, place recognition intertwines with public arena 
planning and coordination (Rapoport, 1990; Francis et al., 2012; Kyle, 
Bricker, Graefe, & Wickham, 2004; Agboola et al., 2017b). In addition, 
Woolley (2003) underlined the importance of improving users’ psy-
chological health and educational development in relation with psy-
chological drives of public space. However, public space’s social 
element reflects the individuals who use it; people’s advancement and 
cultures (Stedman, 2002; Yeoh, 2005; Madanipour, 2010; Bonilla 
(2013). 

Karuppannan et al. (2012) coined the relationship between society, 
the built environment and the quality of life in a neighbourhood setting 
as social sustainability. The author reinstates that social sustainability 
context differs between regions because of the peoples’ social values and 
culture. Consequently, Polese and Stren (2000) viewed social sustain-
ability as progress or growth that is compatible with the peaceful evo-
lution of civil society, establishing an environment that allows culturally 
and socially varied groups to live in harmony. Similarly, social sus-
tainability promotes social cohesion and improves the quality of life for 
all people in the community. This definition by Polese and Stren (2000) 
emphasizes social sustainability both collectively and individually. It 
could be summarized that the importance of social sustainability and 
how the quality of life can be enhanced by the built environment could 
not be over-emphasised. The current process of evaluating people’s 
relationship to their environment consolidates residents’ Quality of Life 
(Andrews, 1986; Lambiri et al., 2007); Van Kamp et al., 2003). 

There is a growing literature on the potential benefits of public 
spaces to physical, mental, emotional well-being, and quality of life 
(Woolley, 2003; Lambiri et al., 2007; Van Kamp et al., 2003; Das, 2008). 
Recognizing the connection between neighbourhood design and social 
sustainability in developing countries becomes vital through the 
enhancement of the socially sustainable neighborhoods among the 
stakeholders. The concept of social sustainability associated with the 
achievement of social equity, social inclusion and social capital 
(Davenport & Anderson, 2005). 

Social sustainability indicates that people need to work together and 
interact in order for society that will be socially sustainable (Davidson & 
Cotter, 1991; Dempsey, 2009; Rapoport, 1990). Social interactions are 
recognized as a common thread between these concepts. It is assumed 
that social interaction creates a community feeling and establishes a 
common sense of purpose and other social benefits. Two primary prin-
ciples of social sustainability exist, namely; the social equity and social 
sustainability of communities. The socially sustainable community re-
fers to social capital, social interaction, social behavior, sense of place, 
attachment, safety and security, comfort level and level of curiosity 
(Brown et al., 2003; Davenport & Anderson, 2005). 

Succinctly put, the benefits derived from public space are deduced 
from peoples’ perceptual characteristics in terms of cultural back-
ground, personal attributes, characteristics, utilization, and preferences. 
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A person’s perception culminated to various benefits. The first benefits 
have its impacts felt on residents’ health and physical characteristics 
(Rapoport, 1990; Ariane et al., 2005; Gardsjord et al., 2014). The second 
benefit is in regard to the social and cultural benefits (Matsuoka & 
Kaplan, 2008; Adejumo et al. (2012). The third benefit is in terms of 
residents’ environmental values (Hartig, 2007; Kaplan, 1995). The 
fourth benefits manifest in economic related drives (Omole et al., 2014; 
Adejumo et al., 2012; Sada, 1975; Okafor & Onokerhoraye, 1986). 
Diverse political conversations and concerns are possible in the public 
space arena (Adejumo et al., 2012; Bonilla, 2013; Mitchell, 1995). The 
economic importance of public space can be illustrated by the fact that it 
creates chances for commercial interaction and investment for both 
local and foreign clients (Francis et al., 2012; Madanipour, 1999; Ade-
jumo et al. (2012). Fig. 1, present the summary of the main benefits and 
perceptual determinants derived from rural neighbourhood public 
spaces. 

The marketplace is perceived in terms of the functional operations 
and features present (Agboola et al., 2018a; Adejumo et al., 2012). 
Similarly, the marketplace attracts large crowds of people and goods, 
allowing for financial transactions (Adejumo et al., 2012; Okafor & 
Onokerhoraye, 1986). Marketplace, on the other hand, depicts a zone 
intended for the acquisition of goods and services; it was established as a 
network area for varied that allows both monetary and non-monetary 
activity. The marketplace is a component of the built environment 
that could be seen as a zone with proper landscape furniture, while its 
assessment depend on the different activities, land utilizes and standard 

of users’ conduct. The discernment is an impression of the user’s vision 
concretised by the qualities and culture. 

Hence, the importance of market place fuses apparent capacities, 
attractions, evaluation, and social affiliations. To elaborate, the various 
features of a market place include products trading, social, recreational, 
and religious activities. Also, marketplace elements embraced in-
dividuals’ implications and recognitions. Similarly, the economic ways 
of life and traits revealed the users’ social roots, adduced to the indig-
enous market. 

The theory of aesthetics in people-place study remains important in 
architecture and urban planning context. Therefore, good aesthetic 
appraisal of public space has a significant impact on the development 
and consolidation of urban planning theories. Appropriate design and 
use of marketplace at any point in time vested solely by users’ insightful 
aesthetic judgment. The judgment in this respect is connected to the 
aesthetic theories which remain paramount in the individual daily ex-
periences and visual perceptions regarding the use of a particular space 
(Bada & Farhi, 2009; Bada & Guney, 2009; Davenport and Anderson 
(2005). In a related development, aesthetic theories affirm discernible 
route to aesthetic planning of public space, meanwhile, aesthetic judg-
ments reflect the viewer’s aesthetic taste in their decision for approving 
or rejecting the subject (Bada & Farhi, 2009; Bada & Guney, 2009). 
Fig. 2 shows the three main forms of aesthetics as related to public 
spaces planning and design. 

In addition to the aforementioned, the aesthetics, individuals’ 
aesthetic appraisal and inclinations of public space are influenced by the 

Fig. 1. Summary of main benefits and perceptual determinants derived from rural neighbourhood marketplace. Source: Researcher’s intuition, 2021  
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user’s perspective, cultural backgrounds, and experience, according to 
studies. Individual fulfillment is unmistakably influenced by the general 
mood of the psyche. The physiological assessment recognizes the 
viewer’s beautiful expression of the public space. Therefore, market-
place’s designers must focus on meeting occupants’ visual and social 
needs. 

While taking the cognizance of the physical aspect of marketplace as 
a public space, then one refers to the space as morphological and 

environmental pleasing with aesthetics values as supported by Krier 
(1979) and Woolley (2003). In terms of the psychological contribution 
of public space, then it’s worth mention that public space contribute to 
the human mental psyche and educational development as corroborated 
by Jackson, (2003) and Woolley (2003). The social contribution is 
portrayed through community tie and promotion of the human cultural 
values (Carr et al., 1992; Davenport & Anderson, 2005; Madanipour, 
2010). In summary, the interactions between marketplace users, designs 

Fig. 2. Forms of Aesthetics related to public space planning and design Source: Authors’ conceptualization, 2021.  

Fig. 3. Collaborative Public space Planning and Design Strategies. Source: Authors’ conceptualization, (2021).  
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of the marketplace, and adequate infrastructure provision leads to a 
sustainable public space. In other words, aesthetically pleasing envi-
ronment tends to incorporate environmental, social and economic 
components. Fig. 3 presents the collaborative public spaces’ planning 
and design strategies, while Table 1 presents the summary of selected 
literatures on perceptions of public open space. 

In terms of the Third-place concept, the marketplace is a third-place 
other than the home or workspace as similarly reinstated by Mehta and 
Bosson (2010); Agboola et al. (2015) and Agboola (2016c). The authors 
referred to the marketplace as a place that offers social contact among 
major actors. Likewise, third places are generally patronized by a group 
of customer who regularly change them into their subsequent homes 
(Oldenburg, 1989; Oluyinka et al., 2018; Endozo, 2019). These locations 
have evolved many important institutions with characteristics such as: 
[1] neutral ground with unrestricted entry and departure, [2] mentally 
strong and comfortable and [3] discussion venues and the accessibility 
of political debate. 

2.2. Nigerians socio-cultural characteristics and diversities 

Nigeria’s ethnicity is a social group of people with a common identity 
that differs from one another. The social groups are connected bounded 
by involving common social activities in a certain place. The existence of 
ethnic diversity in Nigerian communities was affirmed by Ukiwo, (2005) 
and Akwanya (2014). However, it showcased the way individuals 
interpret their personal identity within the particular geographic area. 

The diversities in Nigeria are seen from the various dimensions of 
ethnic group representations, climatic conditions, cultural beliefs, and 
religious affiliations. Within the indigenous market, people of all races 
and backgrounds are interested in various activities. The key actors and 
prominent parts that influenced the framework of legislative issues, 
referred to as tripartite political concerns, are Hausas, Igbos, and Yor-
ubas (Blench and Dendo, 2003). Hausa, Ibo, and Yoruba made up the 
largest percentage of the population (Nnoli, 1995). 

Other ethnic groups include the Ijaw, Kanuri, Tiv, Idoma, Ibibio, 
Nupe, and others. Residents of varied backgrounds, ages, and other 
factors are cut across by both majority and minority ethnic. Within the 
market, capable people engage in a variety of small businesses, 
including shoe repairers, tailors, vehicle drivers, and tricycle riders. 
Various trading activities take place in the marketplace, including the 
sale of privately generated goods, imported goods, and services. Trucks, 
commercial transportation, cabs, tricycles, and motorcycles are used to 
convey these supplies from surrounding towns. Local commodities such 
as traditional local wine, calfskin shoes, and bags are on display at the 
market as a cultural venue (Adejumo et al., 2012; Agboola et al., 2017a; 
Agboola et al., 2015). 

The essentials of market in Nigeria settlements could not be over 
emphasized. As a result of this, every town, for example, has an indig-
enous market that is frequently visited by locals (Sada & Oguntoyinbo, 
1978; Adejumo et al. (2012). With respect to this, the marketplace is 
regarded as a venue for social networking, and fostering of collaboration 
among a variety of consumers. It has been discovered that social re-
lationships and quality of the marketplace are variables that improve 
people’s perceptions about the market and its environment (Agboola 
et al., 2018a; Gobster, 1998; Nasution & Zahrah, 2012). 

3. Conceptual frame work 

Landscape architecture and rural planning studies advocated the 
comprehension of the significant contribution of public space develop-
ment, and the subjective relationship between people and the environ-
ment (Jellicoe & Jellicoe, 1975; Rapoport, 1990; Scazzosi, 2004). 
Primarily, this study sought interest from numerous fields of studies 
such as cultural landscape planning, environmental psychology, rural 
planning, and people’s environment and behavior with a view of 
establishing the significance and meanings people ascribes to their 
marketplace and its environment (Gustafson, 2001; Stephenson, 2007; 
Tuan, 1974; Trager -Lillian (1979). Likewise, the physical aspect of place 
incorporates homes, urban areas, geographic areas, and religion arena 
while the social angle incorporates peoples’ connection process. 

As a result, interactions among encounters may affect place, as 
suggested by Low and Altman (1992) and Bernadette et al., (2021). 
Meanwhile, Tuan’s (1977, 1984, 2002) previous research identified 
disparities between space and place dependent variables. Human 
involvement with the space substantiates the comprehension of the 
setting and its qualities that exuded from users’ social standards (Said, 
2011; Williams & Patterson, 1999). 

On this note, a more profound importance of place perceives the 
deeper meanings of place by various ethnic groups (Morehouse, 2008; 
Özsoy & Bayram, 2007). Planning, design and management of NOS to 
accommodate diverse residents in the multiethnic community, accord-
ing to Altman, et al. (1980) and Sweeney (2004) required the following 
three elements. The first element is the residents’ perception. The second 
element is the peoples’ movement and interaction pattern within the 
settings. The third element hinges on people’s cultural lifestyles and 
behaviors. Previous studies in the developed countries have reported 
that perception plays a major role in the examination of meanings and 
usage of NOS (Kaplan, 1984; Carrol & Alexandris, 1997; Stodolska & 
Jackson, 1998; Gearin & Kahle, 2006; Burns & Graefe, 2007; Bryne & 
Wolch, 2009; Low et al., 2006). Thus, human perception of public space, 
leaned on a three-step process of selection, organization, and interpre-
tation of each identified step affected by cultural diversity. 

Table 1 
Summary of Selected literatures on perception of public open space.  

Perceptions of 
Public space 

Concept Brief Understanding Selected Authors 

Economic 
Interpretation 

The economic prospects of 
environmental perception 

Different interactions among diverse 
groups of people with various economic 
backgrounds 

Özsoy and Bayram (2007); Li et al. (2018); Omole et., al. (2014);  
Madanipour (2010); Ogeah and Omofonmwan (2013); Agboola, Rasidi, 
and Said (2016b); Muli (2007). 

Social 
Interpretation 

Place attachment: functional, 
emotional, place dependence, place 
identity 

i) the affective affinity between people 
and the places; 
ii) peoples’ traits of the place; 
iii) the functional 
aspects of places 

Altman et., al. (1980); Stokols and Shumaker (1981); Moore and Graefe 
(1994); Hidalgo and Hernandez (2001); Carr et al. (1992); Woolley 
(2003) Davenport and Anderson (2005); Agboola et al., 2016a. 

Aesthetics 
Interpretation 

Visibility and visual perception Influential factors in designing public 
spaces 

Bada and Farhi (2009); Bada and Guney (2009); Kyttä et al. (2013);  
Peters et al. (2010); Davenport and Anderson (2005). 

Religious 
Interpretation 

Religious gatherings Place to fulfil religious obligations Davenport and Anderson (2005); Ismail, Z. (2011); Woolley (2003); Muli 
(2007). 

Cultural 
Interpretation 

cultural prospects of environmental 
perception 

Knowledge and belief, and behaviors and 
actions 

Low and Altman (1992); Budruk and Stanis (2013); Olayiwola (1985);  
Agboola et al. (2017a); Agboola et al. (2017c). 

Third-place 
interpretation 

Third place concept Establishing necessary trust and 
familiarity amongst citizens 

Oldenburg (1989); Megalhaes (2010); and Kazmierczak (2013). Agboola 
et al. (2015; Agboola, 2016). 

Source: Researchers’ compilations, 2021 
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3.1. Third place concept 

A wider meaning of public space caught some development of new 
concepts. While designers and experts have emphasized the need for a 
deeper understanding of public space, echoing its thirdplace activities, 
which include small-scale businesses like as marketplaces, bistros, 
booksellers, and other such establishments (Banerjee, 2001). This ‘third 
place’ concept was initially advanced by Oldenburg (1989) who in-
terprets third place settings as a collection of fragments where people 
spend ample time between home (first place) and work (second place). A 
third place is regularly visited and acquaintances, neighbors, coworkers, 
and even complete strangers commune therein. opined that third places 
focus on the social aspects, and thus a welcoming and comfortable place 
often time visited. 

According to Oldenburg (1989); third places could also be deci-
phered as a public place that envelops various activities, such as, formal 
and informal, which surpass the home and work domains. Researchers 
in leisure activities have explored and affirmed that third places foster 
social connections and novel entertainment (Glover & Parry, 2008; 
Mair, 2009). Oldenburg (1989) has noted that community residents are 
delighted when socializing in third places, and this assists in establishing 
necessary trust and familiarity amongst citizens. 

Treading on the path of Oldenburg (1989) opinion; it should be 
noted that participation in third place such as marketplace in this study 
could lead to residents becoming more attached to their local commu-
nity. Similarly, third place users are bound to gain more friends, help 
establish trust within the community, and facilitate social norms. Third 
places are found beyond the home vicinity, the place gathered people 
with the motive of enjoying each other’s company. It equally functions 
as unique public spaces for social interaction, providing a context for 
sociability, community building and emotional expressiveness. A third 
place provides intimate personal ties outside the home and workplace 
(Oldenburg & Brissett, 1982, p. 280). 

Marketplace as a third place in this study is termed as a place where 
residents and visitors gather together to experience community live-
ability. Reasons for a third place are not unconnected with its socio- 
economic importance, by also allowing a sense of commonality among 
the users such as friends, neighbors, co-workers, and even strangers. 
Meanwhile, this place attracts newcomers, allows interpersonal in-
teractions, rejuvenation of ideas and feels safe. In this study, market-
place as a third place is affirmed through the experiences being executed 
every time such as people sitting, talking, playing, and enjoying each 
other’s company. This illustrates the effect of great public space man-
agement, a sense of community ownership and control. 

In the same vein, this study’s conceptual framework rested on Old-
enburg (1989); Megalhaes (2010); and Kazmierczak (2013) opinion by 
enlisting some of the third place’s actual characteristics and proper 
enhancement of people’s understanding of public space namely: (i) The 
place remain a neutral control ground irrespective of the users’ regional 
affiliations; (ii) Users of different socio-economic strata could freely 
visit; (iii) The activity therein allows free conversation while activities at 
the setting may be drinking, or exercising, or playing a game; (iv) The 
space is easily accessible without any restrictions in form of physical, 
policy, or monetary barriers; (v) The marketplace is a home away from 
home for either patrons, sellers, artisans, vendors etc; (vi) The place 
allows recreational activities. 

These essential characteristics of third places were explored by 
seeking respondent’s opinions in this study; because they afford unique 
communication experiences and sociological benefits. The generality of 
the benefits encapsulates not only community residents, but also the 
community at large. The third place concept offers stress relief from the 
everyday demands of both home and work. It provides the feeling of 
inclusiveness and belonging associated with participating in a group’s 
social activities, without the rigidity of the policy or exclusiveness of 
club or organization membership. 

4. Methodology 

4.1. Study areas 

Yorubas dominate the Southwestern Geopolitical District of Nigeria, 
which lies between longitudes 10 25′ E and 60 45′ E; latitudes 50 55′ N 
and 90 10′ N. Lagos, Ogun, Oyo, Osun, Ekiti, and Ondo are the states that 
make up the region. The region also includes parts of the states of Kwara, 
Kogi, and Edo. For the most part, all Yoruba towns and urban areas share 
the equivalent conventional spatial settlement structure. The Yoruba 
ethnic groups associated with diverse social as well as rural practices. 

Meanwhile, the unit of analysis is residents and visitors comprising 
three major ethnic groups, which are the Yorubas, the host community 
in the South-western part, the Ibos who are the settler migrated from the 
south-central parts of the country. Lastly, the Hausas that itinerant from 
the Northern part of the country. These are 3 dominant ethnic groups 
out of over 250 groups, comprising between 60 and 70% of the total 
population of Nigerians, having a powerful influence on the structure of 
politics (Blench & Dendo, 2003). This phenomenon sometimes referred 
to as tripartite politics. The classification was in line with the large 
administrative divisions of North, West, and East dating back to 1939. 
Thus, the groups considered in this study are of both genders aged 12 
years and above. Studies have established that age groups possessed 
matured perceptional attributes pertinent to this study’s context (Hay, 
1998; Yuksel et al., 2010; Kil et al., 2012). 

The Igbo are a prominent and ubiquitous group found in nooks and 
crannies of Nigeria. Igbo are industrious and will engage in any com-
mercial and socio-cultural related activities within the market square 
(ahia) and neighbourhood open space (obi-emegheohere). In recent years, 
the Ibos have become primarily Christian. Before the arrival of mis-
sionaries in Nigeria, the Igbos practiced traditional religion, which 
included the worship of gods and goddesses. After the arrival of mis-
sionaries, the majority of the Igbos converted to Christianity. Igbos are 
pioneers of Nigeria’s South-South region, which includes the states of 
Abia, Anambra, Ebonyi, Enugu, Imo, Delta, and Rivers. According to 
researchers, in every place outside of Nigeria’s eastern region, the Ibo 
people have constantly become the second most populous ethnic group 
behind the natives (Okoro Cyprian Friday, 2012). The classes of ethnics 
are productive and invested with great exchanging and business instinct. 
Islam religion is being practiced by the Hausas; while their states in the 
Northern Nigeria cover Sokoto, Katzina, Kano, among others. 

Their native tongue is Hausas, which is widely spoken throughout 
West Africa. Regardless, they learned another dialect, such as Arabic. 
Farming, animal herding, and crafts such as dyeing, thatching, leath-
erworking, weaving, and silver smiting are all common occupations for 
Hausas. The Hausas’ way of life and culture has been influenced by their 
largely Islamic religion. This is reflected in their clothing choices, social 
interactions, and even architectural design. 

The three context analysis towns were located in Nigeria’s south- 
west area. These historic towns are Ijebu-jesa, Iloko, and Ijeda, which 
were encircled by the states of Ekiti and Ondo. The distance between 
Ijebu jesa and Iloko township zones is about 2 km, whereas the distance 
between Ijebu jesa and Ijeda towns is 1.5 km. However, Iloko and Ijeda 
towns are isolated by simply 1.5 km. Yoruba, Hausas and Ibos are the 
tenants of the case study regions. These groups patronize the indigenous 
market. The indigenous markets are purposeful capable of promoting 
shoppers in urban and rural regions. Two components were ascribed for 
selecting the marketplace for study, these are: First, the market has been 
in existence for nearly 10 years. The second factor relied on markets 
having comparative physical features and qualities in different towns 
within the South-west locales. Fig. 4 alludes to the pictorial view of the 
case study regions and marketplace under study, while Figs. 5–7 
depicted the neighbourhood base maps. 
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4.2. Sampling, Data Gathering and Variables’ measurements 

Sampling, Data Gathering and Variables’ Measurements Stratified 
random sampling were adopted during the pilot survey and main study 
as suggested by Mack et al. (2005); Patton (2002) and Cresswell (2014). 
The questionnaires distribution was done on each market day of the 
three-neighborhoods with comparative attributes. Distribution periods 
for the survey questionnaires were in the early morning 7–12 noon) and 
in the evening (1–6pm) while activities were in top gear. Coordination of 
the distribution was done by the selected well trained research 
assistants. 

Both quantitative and subjective methodologies utilizing survey 
questionnaires and participant observation were techniques adopted 
(Patton, 2002; Mack et al., 2005; Cresswell, 2012). In other words, a 
mixed-method approach was adopted for this research, because findings 
from the two approaches could be used to crosscheck one another. The 
majority of the opinion polls develops were adopted from relevant lit-
eratures. The main survey was rebuilt dependent on the information and 
outcome created from the initial pilot survey. The main section caught 
data about the respondents’ demographic factors. The other part of the 
survey incorporates measurement items presenting markets’ various 
interpretations. The level of concurrence with the statements were 
documented using five-point Likert-type scale measurement with “1′′

being the lowest score (“Strongly disagree”) to “5" (“strongly agree”) 
and “3" (neutral). 

Similarly, this study embraced focus group interview, which is 
interpretive in nature, focusing understanding explicit arrangement of 

the issue among focus group members in a general quick manner. A 
diverse stream of research work has embraced qualitative procedures in 
public space studies (Ho et al., 2005; Krenichyn, 2006; Oluyinka et al., 
2018). The essence of the focus group interview in this study is to 
document participants ‘opinions on the indigenous market place. 
Additionally, it allows the quantitative results of the survey to be com-
plimented. Because of the characteristic idea of this study, nomination of 
the focus group participants were done in conjunction with the district 
heads of the three major groups in the community. 

In the end, 35 potential focus group members were enlisted, repre-
senting all three ethnic groups. Although a number of focus group par-
ticipants were not particularly mentioned in any literatures, it is wise to 
keep the number of participants to a minimum because large gatherings 
can look to be bothersome. Members of the enlisted focus group par-
ticipants’ backgrounds include government workers and self-employed 
clients, market men and women, and landscape experts, among others. 

In connection with the measurement of the marketplace in-
terpretations; conceptualization could be in various ways, such as place 
inclination, implications, and recollections. In the meantime, the place 
inclination and information is the resultant results of cognitive meth-
odologies, while again, place imagery is depended on the cultural 
connection to a place. Outstandingly, different ecological implications 
such as visual, compelling importance, identifying with objective ar-
ranged cultural importance and individual importance (Özsoy & 
Bayram, 2007; Bada & Farhi, 2009; Bada & Guney, 2009). In a similar 
vein, various implications were attributed to explicit place dependent on 
people. 

Fig. 4. alludes to the map of the case study area and pictorial view of the important landmark features. Source: Researcher’s field work).  
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To summarize, a large body of research shows that local public space 
interpretations are expected and activities are initiated through the 
user’s relationship indices. (Table 1 refers). Consequently, the usage 
attributes of locals could be investigated dependent on people or 
aggregate recognition drives as persuaded by attachment activities, 
encounters, and inclusion (Gobster et al., 2007; Gieryn Thomas, 2000; 
Brown et al., 2003). This is the contribution that is manifested in a 
person’s character, qualities, and needs when combined with the user’s 
personal ideas (Kyle et al., 2004). 

4.3. Hypothesis Development 

While dwelling on the Hypothesis development, various qualities 
and attributes are involved. Peoples’ social ways of life, frequency of 
visiting the place, and encounter are the determinants of ascribing 
connotations. Individuals’ views and implications toward location are 
tied to traits, experience, social and cultural articulation, according to. 

In light of the foregoing, it was postulated in this study that the 
ascribed meaning of market place differs between ethnic groups (H1). In 
the meantime, the alternative null Hypothesis hypothesize that re-
spondents’ attributed meanings of the market place are identical (H1o). 

Hypothesis (H1). ascribed connotations of market place vary among 
Yoruba, Hausa, and Igbo’s ethnic’s strata; 

Null Hypothesis (H1o). ascribed connotations of the marketplace 
would not vary among Yoruba, Hausa, and Igbo’s ethnic’s strata; 

Hypothesis 2 (H2). exploration, whether marketplace meanings will 
be related to sociodemographic and visit characteristics; 

Hypothesis 3 (H3). exploration of relationship between residents’ 

frequency of visiting marketplace and its impact on its meanings as a 
third place arena. 

5. Quantitative data analysis and result 

On-site questionnaires were appropriated to the respondents based 
on a stratified random sampling that cut across the marketplace at the 
case study marketplaces at South-west, Nigeria. Stratified random 
sampling, which requires stratifying a given population before applying 
random sampling across the stratum was adopted for effective data 
collection (Mack et al., 2005; Cresswell, 2012). The 
three-neighbourhood covered by this research work hosted separate 
periodic markets. Hence, the distribution of questionnaires was done on 
market days of each of the three community market (markets with 
similar characteristics) for the whole period of data collection. 

Almost (500) questionnaires were appropriated to the respondents, 
while four hundred and fourteen (N = 414) questionnaires were sub-
sequently assembled for analysis. Fifteen (15) out of the compiled survey 
were fragmented. Meanwhile, seventeen (17) questionnaires were found 
to be invalid. In this vein, a total of 382 (N = 382) questionnaires was 
conducted and analyzed in this fashion for research breakthroughs. 

The gender of respondents who utilizes the indigenous market was 
categorized, and the findings revealed that male respondents made up 
roughly 49 percent of the total number of 187. Similarly, roughly 171 
(44.8 percent) of people are still single, while 5.0 percent are divorced. 
In the meantime, 21 people (or around 5.5 percent) have not married. 
There is a preponderance of Yorubas respondents in the study area in 
231 (60.5%). The Igbos respondents had a populace of added up to 96 
(25.1%). The number of Hausas among the general responders was 55 
(14.4 percent). Fig. 8 shows that Ijebu-jesa respondents made up 42.9 

Fig. 5. Ijebu-jesa neighbourhood base map. (Source: Researcher’s field work).  
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Fig. 6. Iloko neighbourhood base map indicating the location of the traditional market place (Source: Researcher’s field work).  

Fig. 7. Ijeda neighbourhood base map indicating the location of the traditional market place (Source: Researcher’s field work).  
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percent, Iloko respondents, 31.4 percent, and Ijeda respondents, 25.7 
percent of the total population. Respondents’ occupational status, 
households’ capacity, educational background, and length of residency 
are shown in Figs. 9–12 respectively. Meanwhile, respondents’ fre-
quency of visiting the marketplace, marital status, and religious affili-
ations are depicted in Figs. 14 and 15 respectively. 

In the long term, one-way analysis of variance (ANOVA) was used to 
analyze grouped data. The Cronbach’s Alpha coefficient (a) was con-
ducted on the grouped data reliability of ascribing meanings of the 
market place. The results revealed a dependable coefficient value of 
0.798, which was reasonable given the edge of 0.7. (Anderson & Gerb-
ing, 1998; Ayodele et al., 2016; Solomon et al., 2013). This meant that 
the measurable information was changed to the standard inner consis-
tency test. In this way, the data from the review poll was arranged for 
statistical analysis in order to determine the differences in ethnic resi-
dents’ perceptions of the market place’s ascribed meaning (Table 2 re-
fers). Therefore, the outcome of KMO from the factor analysis presented 
adequate value of 0.780 which avowed the reasonableness and fitting-
ness of the ANOVA analysis. Accordingly, significant at p = 0.001 were 
gotten for Bartlett’s test of sphericity. 

Furthermore, the Confirmatory factor analysis was performed on the 
marketplace meanings constructs (Table 3). The Chi-square ration to its 

degree of freedom stood at 2.960 which was a good fit. Root Mean 
Square Error Of Approximation (RMSEA) = 0.072; Comparative fit 
Index (CFI) = 0.855; Significant at p = 0.001. This revealed adequate 
fitting model and valid constructs (Browne & Cudeck, 1993). Acceptable 
internal consistency was achieved for all Cronbach’s alpha scores as all 
were above the minimum threshold value of 6.0 (Anderson & Gerbing, 
1998; Cortina, 1993). All factors loadings for items ranged from 0.60 to 
0.87. 

5.1. Hypothesis (H1) 

Ascribed connotations of market place vary among Yoruba, Hausa, 
and Igbo’s ethnic’s strata. Meanwhile, the Null Hypothesis (H1o): 
ascribed connotations of the marketplace would not vary among 
Yoruba, Hausa, and Igbo’s ethnic’s strata. 

The outcome uncovered a statistically significant difference (p <
0.05) between the respondents’ implications of indigenous marketplace 
as far as social (INTP2), aesthetics (INTP3), and cultural Heritance based 
significance (INTP5), among the three ethnic respondents as shown in 
Table 4. The respondents’ ascribed meaning of indigenous marketplace 
in connection with social activities showed noteworthy (p = 0.05) 
esteem with result of F (2,379) = 4.511, p = 0.010; aesthetics, F (2,379) 

Fig. 8. Respondents’ Neighbourhoods affiliations.  

Fig. 9. Respondents’ occupational status.  
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= 6.823, p = 0.001, cultural heritage-based shows, F (2, 379) = 31.622, 
p = 0.001 and third place based interpretation with result of F (2,379) =
4.315, p = 0.010 separately. This outcome demonstrates that ethnic’s 
respondents had contradicted assessments for the three ascribed mean-
ings, hence consolidating Hypothesis 1. Contrarily, insignificant values 
(p = 0.05), was presented in ascribing meaning connoting with the 
economic interpretation (INTP1) with F (2,379) = 1.841, p = 0.157); 
religious-based exercises (INTP4), with F (2,379) = 1.394, p = 0.378. 
This implies that the marketplace in this circumstance stands same 
among the respondents; accordingly, the Null Hypothesis (H0) was 
dismissed. 

Nonetheless, the average means and standard deviations contrasting 
the significance of indigenous marketplace among the ethnics’ re-
spondents (Yoruba, Hausa, and Igbos) appeared in Table 5. The results 
suggest that the average mean for social meaning (INTP2) increased 
from 2.86 to 3.37. The average mean value of 2.5–3.04 for aesthetics 
(INTP3) was the most notable. In the meantime, when compared to 
other interpretations (INTP2 and INTP3) among the three ethnics’ re-
spondents, the cultural heritance based interpretation (INTP5) displays 
an average mean of 2.6–4.8, which is the most notable. 

The Post Hoc Test was used to examine the group mean differences 
across the components, and it was discovered that Yoruba respondents 
had the most significant mean difference in social interpretation 
(INTP2), with 0.483 (p = 0.015), while Hausa respondents had a similar 
mean difference. The Igbos had a mean difference of zero. According to 
the aesthetics linked meaning, the significant mean difference seen by 
the Yoruba was 0.594 (p = 0.001), while the Igbos exhibited the cor-
responding most significant mean difference (INTP3) for the sake of 
cultural heritage. For third place meaning (INTP6) significant mean 
difference shows Yoruba and Igbo has same value 2.22 (p = 0.001) 
which also higher than Hausa 2.60 (p = 0.001). The respondents’ 
viewpoints on economic (INTP1) and religious (INTP4) consequences 
are a special instance, with no substantial means difference across the 
three ethnic groups. 

5.2. Hypothesis (H2) 

Whether marketplace meanings will be related to sociodemographic 
and visit characteristics. The sociodemographic characteristics include 
gender, age, education, while the visits characteristics incorporate daily 

Fig. 10. Respondents’ household capacity.  

Fig. 11. Respondents’ educational background.  
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and periodically (monthly, or yearly). Table 6 indicates a significant 
correlation (p < 0.01) between the marketplace meanings, respondents’ 
socio-demographics and frequency of visiting marketplace. Therefore, 
the output of the results indicates that the various meanings of the 
marketplace are determined by the socio-demographics, and frequency 
of visits the marketplace. 

5.3. Hypothesis 3 (H3) 

Exploring the relationship between residents’ frequency of visiting 
marketplace could impact on its meanings as a third place. Table 7 
shown that a positive correlations exists between the residents’ fre-
quency of visiting the marketplace and the various third place meanings 
such as eat, drink, and talk (r = 0.803**, p < 0.01); organized activity (r 
= 0.713**, p < 0.01); outside venues (r = 0.825**, p < 0.01; and 
commercial venues r = 0.763**, p < 0.01). Overall, all these third place 
indices of marketplace have a strong relationship with the residents’ 
frequency of visiting marketplace. 

6. Qualitative data analysis and result 

The manual selective coding based on the themes excerpt from the 
Nvivo grouping provides the summary of the consensus decision extract 
for each of the ethnics as hinged by the focus group semi-structured 
questionnaires. The demographic result of the focus group’s partici-
pants at the workshop that consisted of 35 participants is shown in 
Fig. 16. However, a summary of the themes decision extract was pre-
sented in Table 8. 

The ethnics’ opinions on the numerous meanings given to the 
indigenous market place were revealed as a result of the focus group 
discussion. In any case, the outcome matched the quantitative in-
vestigation’s findings. The cultural and heritance significance themes 
emerge many times in the general agreement of the three ethnic groups, 
as outlined in the themes’ presence portion of the decision extract. 
Following that were aesthetic significance and social relevance, both of 
which appeared many times. Meanwhile, economics and religion- 
related interpretations had the fewest themes, with each theme 
appearing many times. Public spaces, such as indigenous markets, are 
designed to facilitate peoples’ movement and serve as a hub for a variety 
of activities. The indigenous market as a heritage zone, physical aspects, 
traditional activities, and spatial configuration are factors well appre-
ciated by the users. 

7. Discussion 

7.1. Indigenous marketplace in tandem with deeper meanings 

This current research has enriched readers’ knowledge of deep 
meanings associated with the indigenous market as against the common 
meanings alluded in Nigeria setting. The tested Hypothesis (H1) inves-
tigating the users’ ascribed meaning of the marketplace would differ 
among the three ethnics is affirmed. The outcome uncovered different 
views on the marketplace by the Yoruba, Hausa, and Ibos in the fol-
lowings: First, the ethnics’ recognitions were because of differing 
particular activities occurred in the marketplace. Second, the meanings 
could be linked to the ethnics sociocultural backgrounds, morals, beliefs, 

Fig. 12. Respondents’ length of residency.  

Table 2 
Reliabilities results.  

Item-Total Statistics 

Interpretation Codes Possibility of Scale Mean Items Scale Variance Item-Total Correlation Squared Multiple Correlation Cronbach’s Alpha 

Economic Interpretation INTP1 12.900 15.908 .567 .427 .739 
Social Interpretation INTP2 12.5611 12.780 .678 .489 .798 
Aesthetics Interpretation INTP3 11.5498 12.148 .723 .749 .723 
Religious Interpretation INTP4 12.770 12.986 .789 .678 .796 
Cultural Interpretation INTP5 12.6490 12.893 .729 .732 .865 
Third place 

Interpretation 
INTP6 12.2470 12.713 .713 .771 .720 

6 -Items 
Cronbach’s Alpha = 0.798  
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and characteristics. In countries such as Malaysia, Poland, Canada, and 
Sweden, it was unequivocally established that diverse recognition and 
interpretations exist due to differences in people’s way of life (Gustafon, 

2009; Lewicka, 2010; Halpenny, 2010; Agboola et al., 2021). Notably, 
this study found that the activities in the indigenous market, as well as 
individual perceptual characteristics, resulted in diverse connotations, 
which led to people’s connection. For example, economic significance is 
hinged on trading activities and visit to the market. Also, religious in-
terpretations attributed on individuals’ contribution in organized con-
ventional and cultural activities, for example, Egungun celebration, 
iwuye festival and other celebrations have been a pointer to residents’ 
understandings of indigenous market. 

A dissenting viewpoint was expressed through social, aesthetic, and 
cultural heritage values. The Yoruba and Hausa attached social impor-
tance to indigenous markets, indicating that they might serve as social 
gathering places for family members, companions, and friends. In this 
way, the indigenous market serves as a communal gathering place. The 
communication between visitors and locals, because Igbos were more 
entrepreneurial and innovative than their partners, they were discour-
aged from participating in indigenous market social activities. The Igbos 
as enterprising and enriched with great business impulse, and along 
these lines appears not to join any qualities to social related exercises 
occurring in the market. Essentially, related social essentialness values 
of the market incorporate as an arena for romance, dating, and trade of 
ideas. Unequivocally, courtship and dating into the market related to a 
situation where single parents (separated from people) and adolescents 

Table 3 
Confirmatory factor analysis of marketplace meaning items.  

a Variables (α) (ʎ) t =
value 

mean SD 

1.0 Economic meanings .78   4.26  
Place to sell and buy  .87 10.30 4.33 .72 
Place to lean trades  .81 10.10 4.14 .73 
Place to meet consumer demand  .82 11.02 4.31 .69 
2.0 Social meanings .75   3.26  
Place for romance/dating  .78 9.81 4.12 .61 
Place for friendship  .76 9.56 3.41 .64 
Place for recreation/play games  . 79 9.91 3.01 .65 
Place for political meetings  .75 9.00 3.02 .60 
3.0 Aesthetic meanings .85   4.16  
Place of good sanitations/hygiene  .69 .87 4.11 1.12 
Place well planned  .61 .81 4.22 1.17 
Place with good facilities and 

amenities  
.66 .84 4.23 1.16 

Place with comfort  .65 .86 4.00 1.15 
Place that stimulate neighbourhood 

vitality  
.66 .80 4.10 1.13 

4.0 Religious meanings .65   4.20  
Place of worship for Christian  .69 .77 4.11 8.14 
Place of worship for Muslim  .67 .78 4.05 8.11 
Place of worship for the traditionalist  .64 .72 4.31 8.16 
5.0 Cultural meanings .69   4.99  
Place for selling traditional items/ 

foods/drinks  
.71 .61 4.41 5.31 

Place for traditional festivals  .74 .60 4.52 5.41 
Place that hosts shrines  .72 .67 4.17 5.22 
6.0 Third place Meanings .70   4.42  
Place that is neutral  .63 10.11 4.34 .67 
Place with free accessibility  .60 10.12 4.04 .63 
Place for eating and drinking  .65 11.00 4.05 .64 
Place for congregation  .62 10.20 4.61 .66 
Place for individual and collective 

benefits  
.64 11.10 4.22 .69  

a Items were measured on a 5 Likert scale where 1 = strongly disagree, “2” 
meant for “Disagree”, 3 = neutral, “4” meant for “Agree”, and 5 = strongly 
agree. Fit index = χ2/df. = 2.960. Root Mean Square Error Of Approximation 
(RMSEA) = 0.072; Comparative fit Index (CFI) = 0.855. Significant at p ≤ 0.001. 

Table 4 
Summary of one way-analysis of variance.  

a Variables df F Sig. 

INTP1:Economic interpretation Between 
Groups 

2 1.841 .157 

Within Groups 379   
Total 381   

INTP2:Social interpretation Between 
Groups 

2 4.511 .010 

Within Groups 379   
Total 381   

INTP3: Aesthetics interpretation Between 
Groups 

2 6.823 .001 

Within Groups 379   
Total 381   

INTP4:Religious interpretation Between 
Groups 

2 1.394 .378 

Within Groups 379   
Total 381   

INTP5: cultural heritage 
interpretation 

Between 
Groups 

2 31.622 .001 

Within Groups 379   
Total 381   

INTP6: Third place interpretation Between 
Groups 

2 4.315 .001 

Within Groups 379   
Total 381    

Table 5 
Average means and standard deviations in comparing the indigenous market-
place meanings among the three ethnics.  

a Interpretations variables N Mean Std. Deviation 

INTP1:Economic interpretation Yoruba 206 1.7312 .84877 
Igbos 101 1.6336 .60066 
Hausas 75 1.8857 1.08514 
Total 382 1.8535 .83091 

INTP2:Social interpretation Yoruba 206 3.3744 1.44800 
Igbos 101 2.9801 .92952 
Hausas 75 2.8610 1.80131 
Total 382 3.0819 1.38425 

INTP3: Aesthetics interpretation Yoruba 206 3.0471 1.36797 
Igbos 101 2.5270 .98444 
Hausas 75 2.8400 1.72575 
Total 382 2.8872 1.33309 

INTP4:Religious interpretation Yoruba 206 2.5501 1.09760 
Igbos 101 2.6131 1.08910 
Hausas 75 2.0077 1.10856 
Total 382 2.7882 1.04345 

INTP5: cultural interpretation Yoruba 206 4.8619 .76478 
Igbos 101 2.2288 1.17854 
Hausas 75 2.6071 .496706 
Total 382 3.8935 1.45879 

INTP6: Third place interpretation Yoruba 206 4.8619 .76478 
Igbos 101 2.2288 1.17854 
Hausas 75 2.6071 .496706 
Total 382 3.8935 1.45879  

Table 6 
Correlations between the marketplace meanings with sociodemographic and 
frequency of visiting marketplace.  

a Factors Socio-demographic Frequency of Visit 
marketplace  

Pearson correlation 
coefficient (2-tailed) 

r = df 
=

p = r = df 
=

p =

1 Economic interpretation 0.01 382 0.000a 0.01 342 0.000a 

2 Social interpretation 0.12 382 0.85 0.12 342 0.001a 

3 Aesthetics interpretation 0.11 382 0.61 0.14 342 0.003a 

4 Religious interpretation 0.14 382 0.53 0.13 342 0.002a 

5 Cultural heritage 
interpretation 

0.11 382 0.001a 0.11 342 0.001a 

6 Third place 
interpretation 

0.13 382 0.002a 0.13 342 0.002a  

a Correlation is significant at the 0.01 level (2-tailed). 
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that are prepared for marriage routinely visits; looking for planned 
accomplices. 

The visit was placed in two ways: (i) on a regular basis and (ii) on a 
periodic basis. Considerations on political issues and particular issues 
that occur among older groups during a public and private gathering 
reveal how they react to the indigenous market as a relaxating place. 
According to the observations, the indigenous market’s territory housed 
clubhouse structures that provided open-air game zones for both young 
and old people. An extract from the participants’ observation results, the 
different entertainment joints referenced are regularly jam-pressed by 
patrons after 5 p.m. when public service staffs have come back from 
their duty posts. Various types of recreational exercises in the market 
often improve the users’ mental perspective and prosperity. 

7.2. Marketplace meanings in relation to users’ sociodemographic and 
visit characteristics 

A public space such as market affords diverse interactions among 
diverse groups of people with various socio-economic backgrounds of 
residents’ leads to creating a vista in order to accomplish a vast range of 
socio-cultural and physical needs (Özsoy & Bayram, 2007). The mean-
ings ascribed to marketplace depends on the users’ socio-demographics 
such as age, ethnicity, income groups, and religious affiliations which is 
in line with the similar place studies (Kellert, 1996; Williams & Patter-
son, 1999; Hidalgo & Hernandez, 2001; Kil et al., 2012; Kyle, Bricker, 
Graefe, & Wickham, 2004). 

Place meanings were equally buttressed by the frequency of visiting 
the place and length of associations with the place. This is in accordance 
with the past place studies of Hammitt et al., 2006; Kil et al., 2012; 
Moore & Graefe, 1994). This study’s findings have shown that larger 
proportions of users often time visit the marketplace (Fig. 13), which 
affirmed the various meanings ascribed. The meanings of marketplace in 
this study were corroborated by the study of Ali (2004); Ali (2014) and 
Kelley (2008) as a place hosting political, economic and cultural needs, 
and a place of rituals and ceremonies. 

7.3. Marketplace meanings As A third place: impact of users’ frequent 
visitation 

This study has affirmed that residents’ frequency of visiting 
marketplace impacted positively on diverse meanings ascribed as a third 
place. The various third place meanings such as eat, drink, and talk; 
organized activity; outside venues and as commercial venues have a 
strong relationship with the residents’ frequency of visiting market-
place. Eating, drinking and talk are social character of a third place in 
this study. In other words, these activities are commonly associated with 
relaxation at regular schedule in the marketplace. These actions are 
affirmed by the presence of bars, clubs houses, and canteen situated 
within the market environment. The influx of people at various times of 
the day has shown the significance in this regard. 

There were palm wine drinking joints at various parts that allows 
frequent socialization. These also corroborate the recreation activities 
within the marketplace. This combination of food and social activity 
supported by outdoor seating made people stay longer on the street. 
Thus, leisure opportunity in third place offers individual and communal 
benefits. Organized activities such as trading in different items in the 

Table 7 
The correlations between the time residents’ frequency of visiting marketplace and its third place meanings.    

Third place Indices of Marketplace 

Dependent Variable  Eat, Drink and talk Organized Activity Outside venues Commercial venues 

Residents’ Frequency of Visiting Marketplace Pearson Correlations 0.803a 0.713a 0.825a 0.763a 

Sig. (2-tailed) 0.000 0.000 0.000 0.000 
N 382 382 382 382  

a Correlation is significant at the 0.01 level (2-tailed). 

Table 8 
Summary of the focus group decision extract (n = 35).  

Focus group 
research 
questions 
variables 

Focus group extract Themes 
appearance in 
participant’s 
consensus 
decision excerpt 

Findings/ 
domain 

Economic 
interpretation 

“Neighbourhood market 
is s place that allows us 
to do our “buying and 
selling” of our goods 
and service”. 

7 times in the 
excerpt 

Marketplace 
affords 
economic 
related 
activities 

Social 
interpretation 

We “meet our friends 
and relatives in the 
market. At times our 
children often time play 
together whenever we 
send them to the 
marketplace. We at 
times “relaxed” at the 
market. Is a meeting 
arena for community 
resident’s discussions” 

6 times in the 
excerpt 

Marketplace 
affords social 
related 
activities 

Aesthetics 
interpretation 

“the market is somehow 
appealing, if not good 
we would not be going 
there for shopping, 
anyway, it needs to be 
improved upon to be 
more pleasing and 
conducive like the 
planting of trees in the 
market area. 

8 times in the 
excerpt 

Marketplace 
affords 
aesthetic 
related 
activities 

Religious 
interpretation 

“Our central mosque is 
there for “prayer”. The 
open crusade 
programme of our 
“church” occurs there 
often times” 

5 times in the 
excerpt 

Marketplace 
affords religious 
related 
activities 

Cultural 
heritage 
interpretation 

“The yearly 
“traditional festival” 
occurs at the ojubo-orisa 
(shrine) located in the 
twice in a year. So, we 
like to always witness 
the cultural ceremony 
during which the deities 
are appeased. The 
market square was 
inherited from our 
forefathers …. it forms 
parts of our heritance; 
therefore, we have to 
visit the place often 
time” 

7times in the 
excerpt 

Marketplace 
affords cultural 
related 
activities 

Third place 
interpretation 

“The place allows us to 
interact … ….often time 
we play, dance, and 
discuss whenever we are 
in the marketplace. It is 
a place away from our 
home. We like the 
place”. 

7 times in the 
excerpt 

Marketplace 
affords third 
place related 
activities  
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marketplace are acknowledged as a third place. These activities are 
coupled with conversation during bargaining which involved both the 
patrons and the sellers. 

Marketplace as a third place has regulars and non-regulars that are 
accessible to the community, and conversation remains the main ac-
tivity. This place helps address the problems of antisocial behaviors that 
is prevalent in suburban developments (Duany et al., 2000; Putnam, 
2000). It’s worth noting that such activities are frequently started not 
just in the marketplace, but also in the surrounding neighborhoods 
where people pass through on their way to the town hall and the palace. 

Activities within the marketplace as revealed by Symanski (1973) 
and Adejumo et al. (2012) are in two folds namely: (i) normal daily 
routine and (ii) periodic. Place outside the home is another character-
istic of Third places. The marketplace is a home away from home 
(Oldenburg, 1989). To support this claim, users of the marketplace are 
rooted to the third place because conversations occur with the familiar 
faces which showcase a sense of possession. Marketplace as a commer-
cial center acknowledges the third place characteristics. The economic 
functions of marketplace are in terms of local exchange, internal trade 
and central place functions (Adejumo et al., 2012; Ogeah & Omo-
fonmwan, 2013). 

The socio-economic and recreational activities occur on market days, 
while festive, cultural, traditional and religious activities happen peri-
odically. Summary of cultural, traditional and religious activities ac-
cording to Adejumo et al., 2012, includes: (i) activities along the routes 
and road linkages to marketplace (ii) cult related activities which at 
times relates to the announcement of the King’s demise, (iii) activities 
relating to the appeasement of the market deities that generally believed 
are residing permanently within and around the marketplace. 

8. Conclusion and recommendation 

This study attests to the significance of marketplace on the premise 
that its planning, management, and design could contribute to rural 
quality developments and improved social sustainability as supported 
by a similar study by Lofti and Koohsari (2009). There is a need for the 
provision of appropriate facilities such as sidewalks, broad passages, 
enough parking space and adequate security in the marketplace, which 
could then have positive impacts on the residents’ well-being (Davidson 
& Cotter, 1991; Dempsey, 2009). The potential contribution of 
adequately planned marketplace could impact positively on the life of its 
users as corroborated by Massam (2002). 

Fig. 13. Respondents frequency of visiting the marketplace.  

Fig. 14. Respondents marital status.  
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Fig. 15. Respondents religious affiliations.  

Fig. 16. Focus group participants’ profile.  

O.P. Agboola                                                                                                                                                                                                                                     



Habitat International 122 (2022) 102519

17

Therefore, comprehension of people’s perception of marketplace 
could help with better re-planning and management to meet users’ 
satisfaction. This study’s finding concurs to Oldenburg (1989) and White 
(1999) assertions that third place participation could foster social con-
nections, or help develop a connection to the community. Similarly, this 
study’s is in agreement with the Jeffres, Bracken, et al. (2009) opinion 
that third place participation and perceived availability of third places 
had a positive impact on quality of life. 

The current findings add substantially to a growing body of litera-
tures on the conceptualization of Nigerians’ understanding of indige-
nous market apart from its usual economic interpretation. In Nigeria, the 
various meanings provided by the Yoruba, Hausa, and Ibos served as a 
reminder that market is a local generator. According to this research, the 
indigenous market is a historic site, a social gathering place, and a 
charming traditional furnished location. Another noteworthy signifi-
cance is that indigenous markets serve as a “third place” that provides 
people with amazing opportunities outside of their comfort homes. 

In Nigeria, the indigenous market place is a people’s place because of 
the following vital factors: first, tolerance is required during interactions 
in an indigenous market place. This was mirrored in the benefits given to 
various ethnic groups throughout trading operations and administra-
tions. Second, the value of the indigenous market is manifested through 
user encounters and memories shared during recreational activities. 
Third, the significance of the indigenous market place’s centrality was 
determined by the enhancement of users’ feelings of togetherness 
through participation in network activities and affiliations. 

In the aftermath of working hours, the fourth relied on the local 
market place as a morale lift. This shows that the indigenous market-
place is viewed as a location where a variety of needs can be met. In view 
of the above, this study’s findings have affirmed the tremendous 
uniqueness of indigenous market in Nigeria rural environment. The 
diverse interpretations of the users’ social and physical relationships. 
The connotations of the indigenous market are determined by the way it 
is provided and used. It could be presented that indigenous market place 
in Nigerian neighbourhoods has diverse implications; as it welcomes 
individuals for various uses and provision thus a common ground. The 
discoveries are in concurrence with the assessment of Carr et al. (1992) 
that expressed that open space resembles a state whereupon the com-
munity life vested. It could be contended that the market as an open 
space in the local area where individuals’ personal satisfaction and 
active living is hinged (Beck, 2009; ICMA, 2005). 

The indigenous market place as a public space is interlaced with 
everyday activities and is identified by the nature of everyday public 
activity of users. As it were, indigenous market places not only a physical 
space as well as the social and mental dimensions. Focusing on the 
Sustainable Development Goals (SDG) #11’s targets, in which the 
blueprint aimed at achieving a better and more sustainable future for all, 
this study, therefore, presented the need to achieve a better marketplace 
for residents’ safe, resilient and sustainable to the Built Environment. It 
is therefore suggested that the design of the physical condition of 
indigenous markets ought to consider a superior arrangement of social 
communication through its utilization. 

The evidence from this study suggests that the three tiers of gov-
ernment in Nigeria need to fittingly manage and control activities in the 
markets. These will guarantee the upgrade of value, needs, goal, and 
enthusiasm of various markets’ users. At this end, it is advocated in this 
study that the planning and management of indigenous involve 
concerted impetus of the users, the organizers, and administrators. 
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